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Thanks to the foundation of economy system & open-up of China with the 
economy globalization and China's entry into WTO in the background ，China’s 
small and medium-sized private enterprises have been growing up to be a very 
important sector of China's economy and also, an important motive power to 
boost China's economy increase., giving the progress of technologies and 
international of vocation diversity, many small and medium-sized private 
enterprises have to face more opportunities and challenges, what they need to do 
is not to attend the international competition or not, instead, they have to find a 
way out to survive the competition by grasping opportunities. Thanks to the 
international transfer of set-up-box industry , Shenzhou Electronic Co.,Ltd has 
grown up to be a TOP 5 OEM enterprises in mainland China as a private 
company within several years by taking advantages of all the above factors .  
    With many years of experience of international marketing in Shenzhou 
Electronic Co. Ltd,the author has a clear understanding on the international 
marketing and the development history of international business of  Shenzhou 
Elctronic Co.,Ltd . To find a suitable road of international marketing for 
Shenzhou Elctronic Co.,Ltd under current severe competition environment has 
become the author's duty and obligation. 
Based on years of good practical experiences on international marketing, the 
author analyzes the current situation of international set-up-box market and 
reviews the gain & loss of previous international marketing of Shenzhou 
Electronic Co.,Ltd , and thus, he adopts the latest theories of marketing 4RS and 
other related subjects to bring forward some pertinent and operable solutions to 
international marketing of Shenzhou Elctronic Co.,Ltd by starting from the real 















fighting in international competition. 
    This thesis consists of seven chapters. Chapter 1 is aimed at the theoretical 
research of marketing and its difference compare to international trade, more 
importantly the latest development of marketing theory 4Rs . It point out the main 
issues of this thesis & the frame of study method .Chapter 2 focus on the 
introduction of set-up-box and the special characters of set-up-box worldwide 
market, also the introduction of Shenzhou Electronic Co.,Ltd & its current 
operation situation and the problems ahead for international marketing. Chapter 
3 ,based on the analyzes of worldwide environment for set-up-box marketing like 
international system/economy factors/politic factors and multi culture 
backgrounds ,the author figures out the current industry competition together 
with the study of the current domestic industry policies ,thus come out the 
strategy for chapter 4 . Chapter 4 is mainly concerning the international market 
strategy for Shenzhou Electronic Co.,Ltd based on SWOT model . In Chapter 5 
the author point out the position of international marketing after the study of 
segmenting/targeting for worldwide set-up-box market. Chapter 6 includes the 
tips for its international marketing like looking forward to 
connections/efficiency/long-term business/win-win on the consideration of 
paying more attention on communications/service/pay-off . 
    This thesis will be carried out in following flows ：  introduction of 
international marketing theory, analyzes of industry , analyzes of competition, 
strategy , market positioning and tips for international marketing and finally make 
a conclusion .   
 
 





































市场营销理论起源于西方。从 20 世纪 50 年代末美国 Jerome Mc Carthy 提
出了 4Ps（产品、价格、渠道、促销）营销理论，到 20 世纪 80 年代美国劳特朋
提出的 4Cs（消费者的需求和欲望、消费者愿意付出的成本、与消费者沟通 、






                                                        


















美国市场营销协会(AMA)于 1985 年对市场营销下了比较完整和全面的定义: 
市场营销 “是对思想、劳务及产品进行设计、定价、促销及分销的计划和实施
的过程,从而产生满足个人和组织目标的交换” 




4Ps 的理论框架为基础拟订的，几乎每本营销教科书和每个营销课程都把 4Ps 作
为教学的基本内容，而且几乎每位营销经理在策划营销活动时，都自觉、不自觉
地从 4Ps 理论出发考虑问题。 
然而，随着市场竞争日趋激烈，媒介传播速度越来越快，4Ps 理论越来越








































































































                                                        
①  [美]PHILIP KOTLER/GARY ARMSTRONG.著 俞利军译 《菲利普.科特勒市场营销教程第四版》 [M]. 华夏


































    1、国内市场营销的消费者在国内，而国际市场营销的消费者在国外，异国
的消费者在收入水平、消费期望、价值观念、风俗习惯等方面存在较大差异，市
场营销困难大。 
    2、市场营销组合因素的内容有所不同。在产品、价格、渠道、促销等因素
上，国际市场营销与国内市场营销的表现方式和内容有所区别，而且除了以上 4
大因素外，国际市场营销还包括权力、公共关系等因素。 
    3、两者的市场进入方式不一样。 
    4、两者经营的风险性不同。一般来说，国际市场营销在价格、汇率、运输
以及经济和政治等方面存在更大的风险。 
 
三 国际市场营销与国际贸易的区别   
                                                        












































首先对市场营销理论的发展(从 4PS 到 4RS)进行阐述，揭示了 4RS 对神州电
子国际市场营销的借鉴意义，并分析了国际市场营销与国际贸易的区别。 
                                                        






































                                                       
                                                       






第一章  国际市场营销理论概述 
























第一节 机顶盒产品及其商业模式  





















                                                        



























2）1997 年欧洲提出的地面数字视频广播 DVB-T COFOM ( Coded Orthogonal 
Frequency Division Multiplexing 编码的正交频分复用技术)标准。目前英国、
欧盟各国、俄罗斯、波兰、越南、印度、新加坡、澳洲、新西兰、冰岛、迪拜、
马来西亚、斯洛文尼亚等 130 多个国家和地区均采用这个标准，所以它是目前被
使用的 多的标准。我国台湾地区也使用基于 6MHz 带宽的 DVB-T 系统的标准。 















                                                        
① 国际上通用的 3 套地面无线数字电视广播系统标准[J]. 《卫星电视与宽带多媒体》, 2005, （2）: 32-33 
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